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Fashion handbags are products that occupy the third position of 
the 11 types of products most often hijacked. According to the 
United States Customs and Border Protection and European 
Commission, Indonesia is a country that ranked the 8th largest 
country after Hong Kong with the highest levels of product 
piracy in Asia in 2006. This study investigate the effect of 
product cues factors, including extrinsic cues and intrinsic 
cues, Attitudes towards counterfeits, religiosity, lawfulness 
attitudes, status of consumption on purchase intentions. This 
study aims to explain the process of forming an intention to buy 
pirated bag products that rest on the primary relationship of 
independent variables like attitudes towards counterfeit, 
lawfulness attitudes and consumption status of the intention to 
buy pirated products as well as test patterns bag relationship 
between variables . The data was collected by using a 
questionnaire enclosed with the statement that based on the 
Likert scale. The respondents were all employed women who are in 
the area of Yogyakarta with 200 respondents. These results show 
that intrinsic factors had positive influence on consumer 
attitudes towards pirated handbags addition, a more positive 
attitude of consumers towards pirated bags will further 
strengthen the purchasing intentions and conversely the higher 
the status of a consumer's consumption will only further weaken 
the intention of purchasing the product bag pirated. 
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Generally, counterfeiting can be described as 
cheating practice by attaching trademark. Lai 
and Zaichkowsky in Keith Wilcox (2008) defined 
counterfeiting as illegal products that were similar 
with genuine products, but typically lower in 
performance, reliability, and quality. Meanwhile, 
Chaudhry and Walsh (1996); Bian and Veloutsou 
(2007) defined counterfeiting products as trade 
products that were identical with genuine 
products or products that were difficult to be 
differentiated from the registered trademark, so 
violating the rights of the trademark' s owners. 

Some terms used often to represent product 
counterfeiting are piracy, imitation brand and a 
large " grey" area (Lai and Zaichkowsky, 1999), 
custom made copies (Phau, Prendesgast, and 
Chuen, 2001), softlifting (Khoen and Im, 1997; 
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Shore et al. 2001), commercial piracy, corporate 
piracy (Koen and Im, 1997) and garage piracy 
(Wijk, 2002). 

Globally the selling of counterfeiting products 
reached 299 billion dollar (Chakraborty et al., 
1997). The effects of product counterfeiting from 
the side of the businessmen were the loss of 
goodwill and the consumer' s trust on the 
company (Bamossy, 1985; Delener, 2000), the 
research' s cost and development made did not 
have the additional value, and the cost for formal 
legal matter became bigger (Nash, 1989), 
decreasing the profit of the legal brand holder 
company (Block et al., 1993). Product 
counterfeiting from consumer' s point of view 
stops the consumers to buy such products 
(Bamossy, 1985). The advancements in 
technology made of counterfeiting more 
ambiguious for consumers in differentiating 
genuine products and fake products (Bush et al. 
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1989; Olsen and Granzin, 1992; Michael and 
Papavassiliou, 1997; Nash, 1989; Wilkie and 
Zaichkowsky, 1999). 

The causes of product counterfeiting are; the 
limitation of the availability of the genuine 
products in fulfilling the market' s demand; the 
producers and the retailers did not pay taxes for 
the counterfeiting products (Stewart, 2005); the 
cost could be cheaper rather than the genuine, 
so counterfeiters make big advantage 
(Zaichkowsky and Simpson, 1996; Dodd and 
Zaichkowsky, 1999; Bush et al., 1989; Delener, 
2000; Nill and Shultz, 1996; Lynch, 2002; Wijk, 
2002); the fastness of the technology 
development made all information could be 
accessed by all society rank. This had given 
inspiration to the counterfeiters to do mass 
production of the counterfeiting products that 
could be identical with the genuine products. On 
the other words, there were the product examples 
(Nill & Shultz II, 1996;Bush, Bloch & Dawson, 
1989; Bamossy & Scammon, 1985; Stewart, 
2005); the very low of the business risk, even 
without risk, because the production cost and the 
overhead were very cheap, much more cheaper 
rather than the proportion of the production cost 
of the genuine products, because the material 
used was often not standardized; the smallness 
of the investment cost and the research and 
development' s cost were unnecessary (Nill & 
Shultz II, 1996; Delener, 2000; Stewart, 2005); 
had the very big potential market because the big 
of the consumers' proportion with the middle to 
low incomes who could not buy the genuine 
products. Moreover, the law infrastructure was 
still weak, marked by the ignorance of the 
government towards product counterfeiting 
(Bush, Bloch, & Dawson, 1989; Delener, 2000; 
Wilkie & Zaichkowsky, 1999; Lynch, 2002); it was 
difficult to compete with the products that had 
been so strong and popular for the consumers. 
So doing the counterfeiting would ease the 
marketing because able to join the popularity of 
the genuine products (Nill & Shultz II, 1996). 

Those things supported the displacement of 
the consumers' demand from the genuine 
products' buying to counterfeit products' 
buying and strengthened the research result 
about the past product counterfeiting that 
identified that the development of counterfeit 
product industry is very fast nowadays, even the 
industry that is the has the fastest growth in the 
world (Eisend and Giller, 2006; Sridhar, 2007; 



Cheek and Easterling, 2008; Yoo and Hee-Lee, 
2009; Gistri, Romani and Gabrielli, 2009) and 
could be seen from the jumping up of the 
demand number towards the counterfeit products 
from year to year that became the main cause of 
the fast growth of counterfeit product business 
(Chan, Wong, Leung, 1998). 

In the research of Maldonado and C. Hume 
(2005) titled " Attitudes towards Counterfeit 
Product: An Ethical Perspective" mentioned that 
the consumers with the higher ethics had the 
lower evaluation level towards the counterfeit 
products. Also with the consumers who had the 
higher evaluation towards counterfeit products, 
the intention to buy the counterfeit products 
would be high. In accordance with those result, 
de Matos, et al., in their research about 
Consumer Attitudes Towards Counterfeit: A 
review and Extension proved that Price quality, 
subjective norm, perceived risk, integrity, and 
personal gratification significantly influenced the 
consumers' attitude towards counterfeit 
products. 

Yoo and Hee Lee (2009) proved that the past 
buying of the counterfeit products would have the 
positive influence towards the buying of the 
counterfeit products. Meanwhile, Nordin (2009) 
concluded that the person' s consumption status 
influenced the intention to buy. In relationship 
with the person' s lawfulness attitude, Hidayat 
(2008) concluded that the costumers' 
willingness related negatively with the lawfulness 
attitude. 

Based on the past research, the further 
researchers wanted to investigate deeper about 
the variables that influenced the consumers' 
attitude that aimed at the intention to buy the 
counterfeit bag products that involved the 
product attribute cues (extrinsic cues and intrinsic 
cues) that formed the consumers' attitude 
towards the intention to but counterfeit products. 
Besides, this research also investigated the 
variable of religiosity, in which in Theory of 
Planned Behavior (TPB) stated that religion was 
one of the social background factors that 
influenced the subjective norm that was reflected 
in the person' s lawfulness attitude that was the 
hope from the past researchers to be examined 
in the later research. It was necessary to 
persuade the individuals to reflect the values that 
they held in influencing the consumers' intention 
to buy the counterfeit products (de Matos et al. 
2007). The variable of the status consumption 
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reflected the perceived behavioral control in 
Theory of Planned Behavior (TPB) that influenced 
the consumers' intention to buy counterfeit bag 
products. 

Object in this research was the fashion 
product handbags that occupied the third 
position of 1 1 kinds of products that were 
counterfeited with percentage 26% in 2006. 
Meanwhile the kinds of the counterfeited products 
were stated to improve to 200 million items. 
Those were clothes, accessories, (handbags), 
and shoes, on the highest position with 
percentage 57%, based on the data from 
European Union (European Commission, 2008). 

This research was interesting to be done 
because Indonesia occupied the eighth position 
of nations that had the highest product 
counterfeiting level in Asia in 2006 (United States 
Customs and Border Protection, 2007 and 
European Commission, 2008). Besides, the 
reality that in Indonesia had never been done the 
research that had the relationship with the 
purchase intention towards counterfeit bag 
products, so this research was regarded as 
important to be done. So it could be the 
comparative study among the other nations for 
the similar research. This research aimed to 
explain the process of the intention formulation to 
buy the counterfeit bag products that was on the 
main relationship of the independent variables. 
Those were attitudes towards counterfeit, 
lawfulness attitudes, and status consumption 
towards the purchase intention of the counterfeit 
bag products, and examined the relationship 
pattern between those variables. 

Based on the background explanation above, 
the problem formulation in this research was as 
follow: 

1 . To what extent the extrinsic cues 
influenced the consumers' attitude 
towards the counterfeit bag products? 

2. To what extent the consumers' attitude 
towards counterfeiting influenced the 
purchase intention of the counterfeit bag 
products? 

3. To what extent religiosity influenced the 
consumers' lawfulness attitude towards 
counterfeit bag products? 

4. To what extent the lawfulness attitude 
influenced the purchase intention of the 
counterfeit bag products? 



5. To what extent the status consumption 
influenced the purchase intention of the 
counterfeit bag products? 

Literature Review 

In Theory of Reasoned Action (TRA), Ajzen 
(1980) stated that the intention to do or not to do 
such certain behavior was influenced by two 
basic determiner construct, those were the 
attitude towards behavior and the social 
influence, this was subjective norm. Ajzen 
completed that theory with beliefs. Attitude came 
from the beliefs towards behavior (behavioral 
beliefs) and the subjective norm came from the 
normative beliefs. 

Ajzen (1988) added the behavior control 
construct that was perceived (perceived 
behavioral control) as the development of TRA 
that was known as Theory of Planned Behavior 
(TPB). The addition of this perceived behavioral 
control was as the effort to understand the 
limitation of individuals to do certain behavior. In 
other words, to do or not to do the certain 
behavior was not only determined by mere 
attitude and subjective norm, but also supported 
by perceived behavioral control from control 
beliefs. 

Ajzen (2005) added the individual background 
factor into TPB that involved the personal factor 
(the personality, life value, emotion, and brain), 
the social factor (the age, gender, ethnic, 
education, income, and religion), and the 
information factor (the experience, knowledge, 
and exposition to the media). The behavior was 
not only influenced by the attitude, subjective 
norm, and behavioral control, but also influenced 
by the actual behavioral control that referred to 
the extent of skills, competences, and other 
requirements that were needed to perform the 
determined behavior (Ajzen, 2006). 

The product attribute cues are the main 
marketing variables that influence the decision of 
the potential customers' purchase. Some 
researches (Chang and Wildt 1989; Davis 1985; 
Dodds et al. 1991; Forsythe and Cavender 1993; 
Rao and Monroe 1989) had investigated the 
potential of the effects of the products' 
attributes on the consumers' evaluation towards 
the product quality and purchase intention. 
Cooper (1969) noted that the attribute effects on 
the product evaluation and purchase intention 
varied, not only in the product category and 
purchase situation, but also in the consumers' 
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market. Consumers used the information of the 
products' attributes to form the intermediate 
perception between quality and value that finally 
formed the purchase decision. In accordance 
with that opinion, Zeithaml (1988) then defined 
the quality perception as the consumers' 
judgment towards the whole products about the 
superiority or products' evaluation that were 
formed from the intrinsic attributes (products' 
physical characteristics) and the extrinsic 
attributes (the brands, price) that were not 
attached on products. 

The previous research had shown that the 
price differences were the important variable, 
when someone chose the counterfeit products 
(Cespedes et al. 1988; Cordell et al. 1996). That 
thing described that quality was formed from the 
price level and was the important factor in the 
consumers' behavior (Chapman and Wahlers, 
1999). In this view, consumers tended to believe 
that " the higher the price, the higher the 
quality" and on the other side, " the lower the 
price, the lower the price" . Besides, consumers 
regarded that the brand images, product 
reputation, company reputation, and brand equity 
directly had the relationship with the products' 
brand performance, mainly the products with the 
famous brands, because the kinds of products 
had close relationship with the consumers' 
social status (Eastman et al. 1999). 

In relationship with the products' attributes 
above (the prices, brands, reputation), if 
someone' s attitude towards the counterfeit 
products is advantageous, it is very likely that 
he/she will consider to buy the counterfeit 
products, but if someone' s attitude towards the 
counterfeit products is worse, it is very likely that 
he/she will not consider to buy the counterfeit 
products. Therefore, for the present research 
hypothesis is formulated as follows: 

Hv Consumers having strong view towards 
the products' extrinsic, would have 
negative attitude towards the counterfeit 
products. 
Consumers, in evaluating the products' 
quality from the intrinsic attributes side, often 
experienced the lack of information and time 
needed (Monroe, 1971). Nevertheless, there was 
the difference of the intrinsic products for all 
kinds of products that was used by consumers to 
conclude the products' quality. 



In this case, Zeithaml (1988) confirmed that 
consumers depended more on the intrinsic 
attributes when they were on the consumption 
point where some part of the intrinsic attributes 
could be evaluated and could be accessed as 
the quality indicator. In the pre-purchase 
situation, the intrinsic attributes were the 
searching attributes (not experience) that could 
be the important quality indicator. The intrinsic 
attributes were the parts of the physical products. 
The intrinsic attributes would be more successful 
in predicting the experience attributes (Marreiros 
and Ness, 2009). 

Some research had investigated how the 
intrinsic attributes (how to do and what the 
materials were) influenced the uses of the 
extrinsic attributes in evaluating products and 
purchase decisions. Chang and Wildt (1994) 
found that the price influence on the quality 
perception became less because of the increase 
of the number of the intrinsic attributes. 
Therefore, for the present research hypothesis is 
formulated as follows: 

H 2 : Consumers with strong view towards the 
products' intrinsic would have positive- 
tended attitude towards the counterfeit 
products. 

Attitude-Intention to buy had been discussed 
many times in the marketing literature. According 
to Theory of Reasoned Action, attitude correlates 
positively with behavioral intention that is finally 
the antecedent from the actual behavior (Ajzen 
and Fishbein, 1980). The more positive of 
individual belief caused by an object attitude, the 
more positive of individual attitude towards the 
object, and vice versa (Fisbein & Ajzen, 1975). 
An evaluation will impact on judging attitude 
given by an individual to every impact or to every 
result obtained by an individual. When either 
performing or not performing a certain behavior, 
this evaluation or this judging can be either 
beneficial or harmful. The higher of attitude score 
towards counterfeit products, the higher of 
purchase intention of counterfeit products. 
Hidayat & Pau (2003a;2003b) found that the 
consumers who have attitude to like counterfeit 
products more will intend more to buy counterfeit 
products. Therefore, for the present research 
hypothesis is formulated as follows: 
H 3 : Consumers with attitude to like counterfeit 
products more eould intend more to buy 
counterfeit products. 
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Beit-Hallahmi and Argyle (1997) wrote 
extensively about the effects of the religiosity 
individual, those involved: developed mercy, 
honesty, altruism, happiness, life quality, 
physical health, and mental health. Religiosity 
influenced consumers' attitude in various 
situation that was reflected in the view of the 
individual ethics, beliefs, and consumers' 
behavior, all those almost the same with the 
intuition (Light et al . 1 989). Religion was known 
as the key element from the culture that had the 
good influence on behavior or decision that 
related with purchase included consumers' 
choices in purchase behavior (Essoo & Dibb, 
2004). By measuring altruism (attitude that 
emphasized social importance) and empathy, 
some researchers (Batson et al. 1993; Watson, 
Hood, Morris, & Hall, 1984) found the 
relationship between religiosity and behavior that 
concluded the existence of the influence from the 
religious values towards the attitude of someone, 
one of them was the lawfulness attitude. The 
finding result stated that 46% of adults " had the 
strong religious characteristic" that was 
interpreted that they also had the high 
commitment (Beit-Hallahmi & Argyle, 1997). So 
the basic values in religion will encourage and 
base a consumer in deciding the attitude towards 
the law. That thing is a reaction because of the 
convinced opinion towards the valid law and 
describes the measurement of the valid law (firm 
or not the law is) in counterfeit world. Therefore, 
for the present research hypothesis is formulated 
as follows: 

H 4 : Consumers who have the high religiosity 
level will have the high lawfulness 
attitude. 

The basic value of the lawfulness attitude will 
influence someone to avoid the unethical action 
(Steenhaut and van Kenhove, 2006). The 
lawfulness attitude describes someone' s ethic 
standard in his/her lawfulness. If a consumer 
sees law as a treat, there will be the decreasing 
tend in his/her willingness to buy the counterfeit 
products, and vice versa (Ang et al. 2001; Wang 
et al. 2005). The lawfulness attitude represents 
the consumers' ethic level and lawfulness (Ang 
et al. 2001). The most important thing is if the 
lawfulness attitude is negative, consumers will 
choose the counterfeit products more. In this 
view, a number of consumers who have the lower 
ethical standard, will be less guilty in buying the 
counterfeit products (Ang et al. 2001). On the 



contrary, they who rationalize their behavior, 
reduce the cognitive disagreement towards the 
unethical behavior. Therefore, for the present 
research hypothesis is formulated as follows: 
H 5 : Consumers with the high lawfulness 

attitude would have the negative tendency 

on the intention to buy the counterfeit bag 

products. 
The consumption status refers to the 
consumers who look for self-satisfaction and 
perform prestige and status to others through the 
actual evidences (Eastman et al. 1997) or the 
motivation process where an individual tries to 
improve his/her social status through the 
products consumption with the clear image 
(Eastman et al.1 999). The goods' status is 
valued not too much to describe the functional 
quality, but more on the ability to describe their 
status. It often happens that the products' 
status plays the more important role rather than 
the functional attributes of products in the 
purchase decision process (Barnett, 2005). 
Individual who wants to be regarded to have the 
higher social class but does not have the income 
to support will buy the counterfeit products' 
alternative and apart from the ethical element 
consideration (Wee et al. 1995). The 
consumption status will perform achievement 
(Phau and Teah, 2009). That thing enables 
consumers in willing to buy, even pay with the 
higher value for products with status. Therefore, 
for the present research hypothesis is formulated 
as follows: 
H 6 : Consumers with the low consumption 

status would tend to buy the counterfeit 

products. 

Methodology 

Sample 

Population in this research was the counterfeit 
products consumers. The products were the 
woman bags in the Provincial of Special District 
of Yogyakarta (DIY) without the characteristics in 
the certain areas. The reasons that were the 
background of choices of using DIY society as 
the research objects, were because the 
heterogeneous, dynamic and openness of DIY 
society. It implicated on the fastness of their 
access ability towards information-the new 
information both from inside and outside of this 
country, included the information of the 
counterfeit woman bag mode trend. Furthermore, 
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from that population, the research sample 
measure was 200 respondents. 

Data Collection 

Data collection technique used in this research 
was sample survey technique with questioneer 
and closed statement that used likert scale and 
given to the respondents. This research used 
quantitative method and respondents were 
determined by using one of techniques of 
nonprobability sampling, that was Purposive 
Sampling. This purposive sampling technique 
was the technique that was based on the certain 
consideration where respondents were regarded 
to fulfill the criteria and had the needed 
information in a research (Sekaran, 2003). 

The respondents' criteria in this research 
were females who worked with the assumption 
that they had the income that supported their 
ability to buy and included the decision makers 
towards the bag products. The bag products 
were needed to support the performance, added 
the confidence, and showed their status in 
working (Geiger-Oneto, 2007), and lived in 
Special District of Yogyakarta-lndonesia. 

Variable Operational Definition 
Products Extrinsic was defined as the products 
attributes that were attached on a bag product in 
relationship with the price, origin country, and 
brand genuineness. In this research, the products 
extrinsic was measured using 5 indicators 
(Lichtenstein et al. 1993; Field, J.R.B., 2003; 
Huang et al., 2004), those were: 1) Price as the 
quality indicator, 2) The willingness to pay more 
for good quality, 3) The willingness to buy the 
branded products, 4) Intended to buy the 
products from the company with goodwill, 5) 
Waiting for the products with the exclusive 
advertisements. 

Products Intrinsic was the products attributes 
that were included in the bag products' physical 
characteristics that related with the quality, basic 
materials, and model. Products intrinsic was 
measured using 5 indicators (Field, J.R.B., 
2003), those were: 1) Qualified counterfeit 
products' performance, 2) Counterfeit products 
seemed durable, 3) Counterfeit products followed 
the trend mode, 4) Counterfeit products were in 
accordance with hope, 5) Counterfeit products 
had high quality. 

The attitude towards the counterfeit products 
was the respondents' attitude to consider or not 
to consider buying the counterfeit products. This 



variable was measured by using 5 indicators 
(Huang et al., 2004), those were: 1) Price 
consideration, 2) Liking the counterfeit products, 
3) The uses of the counterfeit bag products, 4) 
The truth to buy the counterfeit products, 5) 
Effectiveness consideration. 

Religiosity was a number of religion beliefs of 
respondents that influenced respondents' 
attitude towards law and counterfeit products. 
This variable was measured by using 3 indicators 
(Vitell, 2005; Huffman, 1988; Keller, 1989), those 
were: 1) The religion role towards the 
counterfeiting behavior, 2) The religion 
comprehension role towards value system, 3) 
The religion comprehension as the control 
function. 

The lawfulness attitude was defined as the 
attitude that was shown by respondents about 
law in its relationship with the counterfeit bag 
products. This variable was measured by using 5 
indicators (Ang et al., 2001; Hidayat, 2008), 
those were: 1) Paying attention to the law, 2) 
Liking people with self-control, 3) Liking the 
responsible people, 4) The importance of 
politeness, 5) The importance of honesty 

The consumption status was the motivation 
process in which respondents tried to improve 
their prestige and social status through the bag 
products with the clear image. This variable was 
measured by using 5 indicators (Phau and Teah, 
2009; Eastman et al., 1997), those were: 1) 
Going to buy the products with status, 2) 
Interested with the products with status, 3) Willing 
to pay for the products with status, 4) Relevance 
of the products with status, 5) The products' 
status as the additional value of performance. 

The intention to buy the counterfeit products 
was the desire of the respondents to buy 
counterfeit bag products. This variable was 
measured by using 5 indicators (Phau and Teah, 
2009; De Matos et al., 2007; Ang et al., 2001), 
those were: 1) Choosing the counterfeit products, 
2) The desire to buy the counterfeit products, 3) 
recommending to the friends and relatives, 4) 
Telling the favorite thing about the counterfeit 
products, 5) thinking of the counterfeit products. 
The Instrument Testing 

The instrument testing involved the validity 
and reliability testing. The construct validity 
testing in this research used the technique of 
Confirmatory Factor Analysis (CFA). By using cut 
off of loading factor > 0.4 that was appropriate 
with Hair et al.' s suggestion (1998) that stated 
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that the loading factor ±0.3 was the minimal 
level and ±0.5 was practically significant, it could 
be concluded that all statement items in the 
instrument that referred to the observed variable 
in this research were valid as the counting tool. 

By using the reliability limit 0.7 (Maholtra, 
2004), furthermore it was concluded that all 
variables in this research counting tool were 
reliable. Meanwhile, the reliability testing counting 
used was Cronbach' s Alpha coefficient, with the 
reliability limit if the value of Cronbach' s Alpha 
that was gotten more than 0.7 (Maholtra, 2004). 

Finding 

The respondents in this research were the 
working woman in the Special District of 
Yogyakarta, most of them were the professionals 
included the doctors, notary publics, accountant 
publics (55%), working in the banking and 
financial sectors (21%), entrepreneurs (12%), 
private employees (9%), civil servant (3%). Most 
respondents were 31-40 years old (61%) with 
income < Rp 5 million (49%) and almost all 
respondents were scholars (72%) and 
postgraduate work (28%). This research result 
also showed that the respondents liked several 
brands of bags as follows (from the most liked 
until the least liked): Louis Vuitton, Gucci, 
Hermes, Channel, Prada, Christian Dior, Chloe, 
and Burberry. 

The Structural Equation Modeling (SEM) data 
analysis technique was used in this research. The 
data analysis result showed that the data spread 
normality assumption, multivariate normality, 
data isolation, sample sufficiency, and data 
independency were fulfilled in this research. That 
conclusion was made from the data spread 
normality test result and multivariate normality 
that showed the value of kurtosis critical ratio was 
in the interval ±2.58 (Hair, 1998). Furthermore, 
Goodness of Fit result is explained in table 3 as 
follows: 

Based on the premise that there was no 
single statistical testing in the model properness 
testing and goodness of fit model analysis result 
that showed all fit measure fulfilled the good 
criteria, so next, it could be concluded that the 
model in this research was fit and could be used 
to test the model parameter. 

Furthermore, Goodness of Fit result is 
explained in table 3 as follows: 

Based on the premise that there was no 
single statistical testing in the model properness 



testing and goodness of fit model analysis result 
that showed all fit measure fulfilled the good 
criteria, so next, it could be concluded that the 
model in this research was fit and could be used 
to test the model parameter. Furthermore, this 
research path diagram is shown in figure 1 . 




Chi-Square = 512.421 
/>=0.224 

Figure 1. Path Diagram 

Hypothesis Testing 

The hypothesis testing furthermore is based on 
the regression weight result that is resumed in 
table 1 . Extrinsic Cues (EC) influence analysis 
result towards Attitudes Towards Counterfeits 
(ATC) shows CR (Critical Ratio) values as much 
as -2.045 and p<0.04. On the significance level 
5%, Extrinsic Cues (EC) shows the significant 
influence towards Attitudes Towards Counterfeits 
(ATC) that indicates the stronger the 
respondents' tendency towards the extrinsic 
value of the counterfeit bag products, the weaker 
the respondents' attitude tendency towards the 
counterfeit bag products. 

The Intrinsic Cues (IC) influence analysis 
results towards Attitudes Towards Counterfeits 
(ATC) shows CR value as much as 2.279 and 
p<0.02. Based on those results, it can be 
concluded that on the significance level 5 %, the 
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counterfeit bag products' intrinsic influences 
positively and significantly towards the tendency 
of the respondents' attitudes towards the 
counterfeit bag products. The implication, the 
better the intrinsic cues of the counterfeit bag 
products, the higher the respondents' purchase 
intention towards the counterfeit bag products. 

The value bigness of Std. Estimate Intrinsic 
Cues towards Attitudes Towards Counterfeits 
(0.194) compared with Std. Estimate Extrinsic 
Cues towards Attitudes Towards Counterfeits 
(0.149) shows that the Intrinsic Cues is stronger 
in influencing Attitudes Towards Counterfeits 
compared with the Extrinsic Cues. Besides, from 
the value of the Standardized Estimate, it is also 
known that with the consumers' attitude 
mediation towards the counterfeit woman bag 
products, the Extrinsic Cues influences the 
purchase intention towards the counterfeit bags 
as much as 4.32%. Meanwhile, the Intrinsic Cues 
influences the purchase intention towards the 
counterfeit bags as much as 5.63%. This result 
also indicates that with the consumers' attitude 
mediation towards the counterfeit woman bag 
products, the Intrinsic Cues influences the 
intention stronger compared with the Extrinsic 
Cues. 

The influence analysis result of Attitude 
Towards Counterfeits (ATC) towards Purchase 
Intention (PI) shows the value of CR as much as 
4.217 and p=n.s, so by using the significance 
level 5%, it can be concluded that the Attitudes 
Towards Counterfeits (ATC) influences positively 
and significantly towards Purchase Intention (PI). 
The stronger the respondents' attitudes towards 
the counterfeit bag products, the stronger the 
respondents' intention to buy the counterfeit 
bag products. 

The influence analysis result of Religiosity (R) 
towards Lawfulness Attitudes (LA) shows the 
value of CR as much as 7.542 and P=0.000. The 
result indicates that on the faulty tolerance 5%, 
Religiosity (R) influences positively and 
significantly towards Lawfulness Attitudes (LA), 
that shows the stronger the religious value that 
the respondents have, the more increase their 
lawfulness attitude significantly. Besides, with the 
mediation of Lawfulness Attitudes, Religiosity 
influences the counterfeit bag products purchase 
intention as much as 25.88%. 

In accordance with that result, this research 
analysis result also shows the influence of the 
Lawfulness Attitudes (LA) towards Purchase 



Intention (PI) has the CR value as much as 4.652 
and p=n.s, so on the significant level 5%, a 
respondent lawfulness attitude gives the positive 
influence significantly towards his/her intention to 
buy the counterfeit bag products in which a 
respondent' s lawfulness attitude causes the 
stronger of a respondents' intention to buy the 
counterfeit bags. 

The influence analysis result of the Status 
Consumption (SC) towards the Purchase 
Intention (PI) shows the CR value as much as - 
2.607 and p<0.009. Because the CR value> 1 .96 
and the p<0.05, it can be concluded that the 
respondents' consumption status that 

influences negatively towards the intention to buy 
the counterfeit products significantly, so the lower 
the respondents' consumption status, the 
higher the consumers' intention to buy the 
counterfeit bag products. 



Path 


Std. Est 


Estimate 


SE 


CR 


P 


ATC <— EC 


-0.025 


-0.026 


0.077 


-0.34 


0.734 


LA <— R 


0.006 


0.004 


0.051 


0.075 


0.94 


ATC <— IC 


0.206 


0.743 


0.31 


2.392 


0.017 


IP <— ATC 


0.315 


0.208 


0.048 


4.366 


0.000 


IP <— SC 


-0.193 


-0.178 


0.067 


-2.654 


0.008 


IP <— LA 


0.132 


0.128 


0.07 


1.834 


0.067 



Source: Primary data, 201 1 

Table 1. Regression Weight 

The results above show that the biggest 
direct effect from the latent variable towards 
Attitudes Towards Counterfeits is as much as 
0.194 that comes from the Intrinsic Cues. The 
religiosity variable also has the direct effect 
towards Lawfulness Attitudes as much as 0.709. 
This also shows the biggest direct effect between 
the other latent variables and Lawfulness 
Attitudes variable that has the direct effect as 
much as 0.365 towards the Purchase Intention. 
Meanwhile, the biggest indirect effect is the 
religiosity variable as much as 0.258 towards the 
Purchase Intention. Based on the Determination 
Coefficient (R2) shows that the bigness of the 
influence contribution from the variables of the 
Intrinsic Cues and Extrinsic Cues towards 
Attitudes Towards Counterfeits is as much as 
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6%. The variable of Religiosity gives the influence 
contribution towards Lawfulness Attitudes as 
much as 50.2%, meanwhile the variables of the 
Attitude Towards Counterfeits, Lawfulness 
Attitudes, and Status Consumption contribute 
influence as much as 25% towards the Purchase 
Intention. 

Discussion 

Counterfeiting is a serious problem that 
developed in the whole world, both in the 
developing countries and developed countries 
(De Matos, Ituassu & Rossi, 2007). In the 21st 
century, the products counterfeiting has 
increased fast, from the scope, scale, or 
complexity side, and influencing the 
manufacturer and retail sector dealing in various 
elite luxury brands products (Geiger, 2007; De- 
En and Herzogenaurach, 2010). Counterfeiting 
has also been described as " criminal action" 
which influenced almost each famous product 
and brand in the world (Cooper and Eckstein, 
2008; Lambkin and Tyndall, 2009). Despite 
warm-discussed topic the counterfeiing still 
appearing in the various views. Its knowledge 
philosophy is the field of study and research in 
the marketing sector. 

This research proves that the intrinsic factors 
of the counterfeit bag products, as the good 
quality performance, long-endured, good- 
crafted, and fashionable model give the positive 
strong encouragement for the consumers to buy 
the counterfeit bag products. However, in plain 
view, the counterfeit bag products that are 
circulated in Indonesia almost cannot be 
differentiated from the original products. The 
counterfeit bag products are also produced with 
the good quality, such as the materials with the 
original smooth leather and attaching brand 
(fake) that gives prestige to the users. 
Nevertheless, this research also proves that the 
products extrinsic factors that are indicated from 
the price, brand, goodwill, and exclusive 
advertisement also become the factors that are 
also regarded important by the consumers, 
although they are not as big as the intrinsic 
factors' influence. 

Besides, this research also proves that the 
tendency of the positive respondents' attitude 
towards the counterfeit bags, gives the stronger 
encouragement towards the intention to buy the 
counterfeit bags. This kind of consumers are the 
consumers that consider the product' s outside 



performance as most important, but it does not 
mean they ignore the extrinsic values of the bag 
products such as the expensive price, company 
goodwill, and trademark originality. For them, the 
expensive price, company goodwill, and 
trademark originality, in nature, become 
something important to give the additional value 
to their performance. But the main factors to be 
considered or the unavailability of extrinsic 
factors is not only based on the intention 
tendency, but the purchase ability 
encouragement that is possible for the 
consumers is also needed. The reality that the 
Special District of Yogyakarta is a province with 
the lowest UMR limitation in Indonesia, shows the 
distance of the consumers' purchase ability in 
the Special District of Yogyakarta. However, that 
reality makes the intrinsic factors become the 
stronger factors that influence the respondents' 
attitude towards the counterfeit bag products 
compared with their extrinsic values. 

Furthermore, this research also proves that 
religiosity gives significant contribution towards a 
respondent' s lawfulness attitude. For 
consumers, religion and norm included in religion 
teaching relate significantly with their view 
towards law, relate with the counterfeit bags. 
However, the consumers in Indonesia view the 
bag counterfeiting is not " a sin" as the 
consumers judge the " stealing" behavior. 
Nevertheless, the respondents, in nature, admit 
that the bag counterfeiting is not something right, 
but the assumption built by the respondents that 

the sin" formed because of stealing has 
different value from " the counterfeit bags' 
purchase" . 

This reason also causes the lawfulness 
attitudes which give the positive influence 
towards the intention to buy the counterfeit bag 
products and becomes the interesting finding in 
this research. The consumers admit that buying 
the counterfeit bags is not something right and is 
the implementation of dishonesty. But 
respondents also do not regard that buying the 
counterfeit products is crime. The consumers 
also percept that there is the actual difference 
between buying the counterfeit products and the 
criminal action that violates the law. The 
consumers regard the counterfeit bag purchase 
as small fault that can be understood and does 
not violate the law. 

This research also proves that the consumption 
status of a consumer gives the negative influence 
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significantly towards his/her intention to buy the 
counterfeit bag products. It means that the higher 
the consumption status that the consumer has, 
the lower the consumer' s intention to buy the 
counterfeit bag products. This reality is actually 
because the consumers in this research have the 
high consumption status that is indicated by the 
attitude tendency that regards that the products' 
originality is important to give the additional value 
to the performance. This result supports the 
assumption of the consumers' inconsistency in 
this research between their consumption status 
and opinion about the extrinsic values in the 
counterfeit bag products and indicates the 
assumption that there is the intervention from the 
other variable towards their purchase decision, 
that is the purchase ability, in which the lower the 
purchase ability, the higher the consumers' 
intention to buy the counterfeit bag products. 

Conclusions 

This research result shows that there is the 
finding gap between someone' s lawfulness 
attitude influence and the intention to buy the 
counterfeit bag products. The gap can be 
identified by the increase in consumer' s 
lawfulness attitude that should give the negative 
influence towards the intention to buy the 
counterfeit bag products, and followed by the 
increase of the desire to buy the counterfeit bag 
products. The researcher presumes, this is 
caused by the consumers' ability to buy. The 
Indonesian consumers, at the core, realize that 
the purchase of the counterfeit bag products is 
the law violation but because of the purchase 
ability factor, the consumers buy the counterfeit 
bag products. 

Remembering that this research result 
indicates the purchase ability contribution 
towards the intention to buy the counterfeit 
products the suggestion for the next research is 
to consider the addition of the purchase ability 
variable as one of the factors that influences the 
consumers' purchase intention towards the 
counterfeit bag products. However, Indonesia is 
a developing country, from the point of view of 
their incomes per capita, shows that the 
Indonesian society purchase ability gives the 
contribution to the purchase intention towards a 
product. 

Besides, overcoming the high counterfeiting 
in Indonesia, the protection towards the bag 
trademark legalization in Indonesia is needed. 



The role of government and other stakeholders is 
of much importance in mitigation of 
counterfeiting behavior in Indonesia In other 
words, situation calls for serious government 
attitude and action to address the problem of 
bag products counterfeiting. Government besides 
other measures may stop the import of the 
counterfeit bag products which bear patented 
trademarks. 
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